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ABSTRACT  
Most studies on revenue or yield management have focused on its benefits to airline 
companies (Anderson & Wilson, 2003; Jerath, Netessine & Veeraraghavan, 2010). Then, the 
buying behavior of airline passengers has been studied by Diggines (2010), Gupta, Su and 
Walter (2004) and Yu (2008). General customer search theory has explored the strategies that 
customers use to make a purchase decision (Stigler, 1961; Koch & Cebula, 2002; Öörni, 
2003; Armstrong, Vickers & Zhou 2009). The airline industry has known some difficulties as 
the overall world economy. Therefore, the challenge of each airline company is to cut costs 
while increasing profitability and achieving a satisfactory customer service. For this research, 
the approach is a quantitative one; a stratified random sampling is used and 131 completed 
questionnaires are collected for the subsequent analysis. The statistical software sphinx IQ is 
used to analyze the data. Four (4) dimensions of e-service quality are identified, i.e. website 
ease of use, website design, website reliability and responsiveness. The results show that these 
four (4) dimensions have an effect on customer satisfaction. 
Keywords: Customer, Satisfaction, Online, Ticketing, Burkina Faso, Marketing. 
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INTRODUCTION 
First of all, the airline industry is publicly seen and accepted as the fastest and safest way of 
travel. For Heung (2003) online ticketing is one of the best ways of purchasing tickets by 
airline customers. However, the management of the customer relationship in the context of 
Africa and particularly in the context of Burkina Faso is still facing some daily challenges 
(Nasse, 2019).  For further, in the airline industry, durability is a much valuable strength. 
Then, the ability of an airline company to pursue its operations in duration makes it reliable. 
Formerly, internet was used as a channel of communication by airlines as in other industries. 
Airline companies’ websites were serving only marketing and sales promotion. Today, airline 
companies now understand that internet is a unique opportunity for them to reach existing and 
potential customers. Thus, they are exploiting the tremendous potential of internet to conduct 
satisfaction surveys with customers and also for online ticketing. From this perspective, 
airline companies operating from Burkina Faso, have been engaged in this process of online 
ticketing for several years. Online ticketing is an opportunity, to enhance customer service 
and to reach profitability. The airline industry is a very competitive and costly business 
environment, and this situation drives airline companies to develop solutions to take cost 
advantage and make profit. Thus, analyzing and identifying factors that influence customer 
satisfaction is vital. Customers’ demands are always changing. Therefore, answering to 
customers’ demands may then help retaining them. The interest of this research is focused on 
factors such as usage of the internet for online ticketing, the components leading to 
satisfaction and then impact purchase intention therefore increase retention. Practically, the 
study is conducted among people who purchase and use flight tickets. It encompasses online 
shopping behavior literature, online shopping, and electronic commerce dimensions. Some 
previous studies on customer satisfaction have been made in the area of small and medium 
sized companies in the context of Burkina Faso (Nasse, 2019) and the results have shown that 
the customer satisfaction is driven by the price and the quality of services or products. The 
present research aims to check customer satisfaction in regard of services offered in the area 
of online ticketing and in a big company context. The online ticketing offered to customers in 
the area of airline is very challenging. Therefore it is common to find some customers that are 
complaining about the quality of the online ticketing.  This brought, the present researchers to 
have the following question in mind:  What are the factors that can influence online ticketing 
customer satisfaction? 
This research is an exploratory one that is conducted in the airline sector in the context of 
Burkina Faso and it seeks to understand customer’s perception, in order to stimulate online 
ticketing, to increase online sales revenue and then, to contribute in reducing distribution 
costs. This will impact the overall company revenue and contribute to ensure its continued 
existence. The general objective is to analyze the factors that lead the customers to be 
satisfied when using online ticketing as a solution and how this satisfaction impacts their 
purchase intention. The specific objectives are four. The first objective is to assess the 
relationship between website ease and customer satisfaction. The second objective is to 
examine the relationship between website design and customer satisfaction. The third 
objective is to examine the relationship between website reliability and customer satisfaction. 
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The fourth objective is to evaluate the relationship between responsiveness and customer 
satisfaction. The following section is about the review of the literature. 
 
LITERATURE REVIEW 
The current literature is mainly focused on the development of online ticketing and his 
targeted to identifying the key determinants of a service quality in online buying context. 
The concept of online ticketing : In today Business world, worldwide customers can be 
reached using the power of internet. Zwass (1996) argues that it is in the 1960s that e-business 
started after electronic data interchange. However, Melão (2009) suggests that actual 
revolution occurred after the 1990s, when e-business developed after using the internet.  
Electronic ticket appeared in the airline industry in 1994 and it has been made mandatory for 
most of the traditional travel agents, online intermediaries, and airline websites. Heung (2003) 
argues that E-ticketing is the preferred option for airline customers to purchase their tickets. 
Koo, Mantin and O’Connor (2009) researches have highlighted the increasing migration of 
customers towards purchasing online.  
The concept of customer satisfaction : According to Nasse, (2019), higher service quality is 
required in order to obtain customer satisfaction as it can be considered as a predictor of 
customer satisfaction. Nasse (2019) shows that in the Burkinabe context for a given customer 
to be satisfied the company must provide some products or services that meet the expectations 
of the customer in term of quality as compared to the price. Thus, the quality of a product or a 
service may bring a customer satisfaction or dissatisfaction. That is what the model of Nasse 
(2019) shows: 
 
  
 
 
 
 
Figure 1 : Research model   (Nasse, 2019) 
 
For Kotler and Armstrong (2010), customer satisfaction is related to the product’s perceived 
performance relative to a buyer’s expectations and then leads to loyalty.  Then, assuring a top 
internet service quality is vital for e-Business. Parasuraman, Zeithaml and Berry (1988) go 
that service quality is the customers’ judgment about the overall excellence of a service 
provider. If a customer perceives a greater service quality as compared to his/her expectations, 
he/she will be highly satisfied with his/her purchase. Whereas, if a customer experiences 
lower service quality as compared to the expected quality, so his/her customer satisfaction 
will decline. According to the service quality model, there are five dimensions including 
empathy, assurance, responsiveness, reliability and tangibility.  
The concept of purchase intention: For authors like Van Laethem and Body (2008), 
Kitchathorn (2009), Nasse (2019), Nasse and Sawadogo (2019) purchase intention refers to 
the will of the customer to buy the products of a given company and the process could be 
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renewed due to satisfaction. According to Kotler and Armstrong (2010), customer satisfaction 
is related to the product’s perceived performance relative to a buyer’s expectations. For any 
organization, customer satisfaction plays important role in creating satisfied customers who 
can come back to repurchase products. Nowadays, more organizations are realizing that it is 
less expensive to retain existing customer than attracting new customers.  
The concept of ease of use: Perceived ease of use for online purchasing refers to the degree 
to which the prospective customer expects the online purchases to be free of effort. Teo 
(2011) suggests that perceived ease of use is important for using internet products such as 
purchasing, downloading, browsing, and messaging. Perceived ease of use of website is likely 
to increase its user’s satisfaction because it is perceived performing. Hoffman and Novak 
(1996) argue that the ease of use of a website increases its user sensation of control over the 
website.   
The concept of website design: Website design is related to the site creativity with 
multimedia and color graphics. Besides, website design is how friendly customers feel the 
website when using an online store services (Parasuraman & al., 1988). Zeithaml et al. 
(2000). Madu and Madu (2002) underline that a well design website that is easy to use is the 
starting point to enhance users’ confidence. For Wolfinbarger and Gilly (2000), and 
Wolfinbarger and Gilly (2001), design is an important factor in determining how customers 
judge the website quality.  
The concept of reliability: Reliability is the dimension in which parties that are engaged in a 
business can trust each other. Then, it implies uncertainty, vulnerability and dependence. 
Reliability also refers to security and privacy. These dimensions are likely true in the online 
service context as the customer and the seller are not in a face-to face transaction. The 
expectation of the customer to getting the right delivery is based on belief in the merchant’s 
technical competence, goodwill and past experience with the online retailer. Lim and 
Dubinsky (2004) state that some websites sometimes required much personal information 
from their customers when purchasing, then making them feel uncomfortable. Moreover, 
assurance refers to customers’ perceived security and privacy when using e-retailing services 
(Ribbink & al., 2004). For Zeithaml et al. (2000), security is one of the primary barriers to 
online shopping and it is an important factor that affects e-satisfaction. Nasse (2016) shows 
that in the Burkinabe context for a given customer to be satisfied the company must provide 
some fair products, fair prices and some fair practices and avoid the unfair practices, thus, 
showing that when a company wants to get some profits it must be reliable in the perception 
of its customers. 
The concept of responsiveness: Responsiveness is related to the amount that the online 
service provider is prepared to deliver the service. It is about keeping c’ -ustomers informed 
about when the service will be performed. Responsiveness is all related to a prompt service to 
customers, willingness to help customers and readiness to respond to customers' request. 
Yang and Jun (2002) state that responsiveness is considered important for both overall service 
quality and satisfaction. Still, Nasse (2016) shows that in the Burkinabe context for customer 
to be satisfied the company must meet the expectations of its customers in term of products 
price as compared to the quality of the product or the service provided; Nasse also emphasizes 
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that the company reactivity to a given customer’s needs and expectations has to be fast. After, 
defining the concepts, the different theories in line with the research are also brought out. 
The theory of equity in business: Homans (1961), Adams (1963), Zeithaml et al. (2004), 
Peretti (2004), Aravindakshan et al. (2004), Morrisson (2005), and Nasse (2019), highlight the 
notion of equity resulting from the comparison of what an individual perceives in an exchange 
"output, profit" and the "input, investment " S/he brings. They demonstrate that equity not 
only influences customer satisfaction but also, equity influences customer repurchases. They 
show that equity is important for any business.  
   
RESEARCH METHODOLOGY. 
The research is conducted by presenting the methodology. It also discusses the research 
design. 
Research design : The eexploratory method has been used at the early stages of this research. 
The purpose of this exploratory method is to understand the research topic and how to lead 
the research. Furthermore, quantitative method has been used to collect data related to the 
topic. This quantitative method consisted of using internet self-administered questionnaire and 
on board paper administered questionnaire to collect the data. 
Determination of information needs and sources: Information is a collection of data used 
to achieve a specific purpose. Several protocols exist for information: random interview, 
selected sample interview (via e-mail or face-to-face), observation, questionnaires, etc. Paisly 
and Mick (1972) use the concept of multiple operationalism to state that each methodology 
has a unique set of error factors including test bias, sampling bias and response problems in 
questionnaire and interview formats. For the purpose of this research, usage of internet, 
books, reviews, reports and questionnaire are made.  
Primary data: There are many different methods in collecting data such as traditional mail, 
face to face, telephone, electronic mail and the combination of these methods (Cooper & 
Schindler, 2001; Sekaran, 2000). The primary data for this research are collected through a 
structured questionnaire to answer the research questions and objectives. The survey 
questionnaire consists of ten questions related to four distinct sections pertaining to different 
parts of the study. The survey questionnaires are administered using stratified random 
sampling method to reach 200 people who purchase and use airline tickets. Two ways of 
administration are used. First, a self-administered questionnaire sent by E-mail from the 
online customers’ e-mail addresses data base. Second, a paper based questionnaire 
administered on board on the air flights of a big company. The research is conducted from 1
st
 
May, 2016 to the 30
th 
June, 2016. Online administration has the advantage to be easily 
distributed. The questionnaire is sent to the respondents’ Email and the respondents respond 
via a returned E-mail. Leelayouthayotin (2004) underline that advantages of self-administered 
questionnaire are as lower cost, easy to administered and fast delivery, reach wider coverage 
and respondents can answer at their convenience. Unfortunately, this kind of administration 
has also some limits such as low response rates. An advantage of paper based administration 
is the high rate of questionnaires recovery. One of the limitations is that the respondent has a 
given time to respond to the questionnaire.  
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Sample size: Sampling is one component of a research design (Malhotra & Birks, 2000). The 
sample is a representative part in a target population. The target population of this research 
refers to the customers who purchase and use air tickets. Fisher (2007) states that the size of a 
sample depends on the size of the margin error the researcher can accept and the size of the 
total population. For this research, the sample consists of 200 people.  The sampling strategy 
comprises a stratified random sampling technique due to a lack of time. The sample size is 
determined by using the following formula:  N ꞊ (p) (1-p) / (e / Z)² ; p represents the selected 
proportion of an attribute. Assuming a 50-50 female to male ratio, p=0.50 or 50%; e 
represents the level of precision, here 9%, and Z is the number related to the degree of 
confidence Z=1.96 (Ganassali, 2009; Hejase and Hejase, 2013). The number of people to 
interview for a maximum error of 9.0 % is N ꞊ 0.25 / (0.09/ 1.96)² ꞊ 118 people. A sample of 
131 respondents is enough for a 9 point error estimate. Once the sample determined, data 
collection is done through a questionnaire on a paper and it is filled by the customers. The 
total number of respondents is 131. 
Questionnaire design: According to Fisher (2007) several issues must be taken into account 
when designing a questionnaire. The questionnaire should be relatively short, concise, and 
definitely, it should look attractive. For this research, a questionnaire of 10 questions was 
designed. Demographic questions are asked to respondents in the first part of the 
questionnaire, including the class of travel, gender and age. The questions are distributed to 
individuals who have at least one online ticketing experience. Therefore, the respondents are 
asked to respond to the ten questions related to the research variables which are: Ease of use, 
website design, reliability and responsiveness. A total of 131 usable questionnaires are 
collected and they are analyzed.  
Ethical  considerations: The present research is restricted because of some ethical purposes, 
and this is typical to  the West African context where companies also protect their data 
(Nasse, 2016). 
 
Research model and research hypotheses. 
Based on the studies of previous research, relevant hypotheses are developed. These 
hypotheses are: 
H1: Ease of use positively influences customer satisfaction; 
H2: Website design positively influences customer satisfaction; 
H3: Reliability positively influences customer satisfaction; 
H4: Responsiveness positively influences customer satisfaction. 
 
From the above hypotheses, a research model is designed (See the following figure 2) 
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RESEARCH RESULTS 
The travel class of respondents is summarized in table 1. Two cabins of travel class exist on 
the air flights (Business cabin and Economy cabin). Most of the respondents are travelling in 
Economy class (81.70%) versus 18.30% travelling in Business class. 
 
Table 1 
Travel class (Personal source, 2016) 
Travel class Respondents’ number Percentage 
Business cabin 24 18.30% 
Economy cabin 107 81.70%) 
 
The respondents’ ages are summarized on the following table 2. Four categories are used 
gathering information about the age of the respondents. The respondents aged between 41 to 
60 years are 52.7%, and then, those who are aged between 20 to 40 years old represent 
44.3%), and then those who are over 60 years are 2.3%  and finally those under 20 years are 
0.8%. 
 
Table 2 
Age of respondents (Personal source, 2016) 
Age range Respondents’ number Percentage 
12 to 19 years old 1 0.8% 
20 to 40 years old 58 44.3% 
41 to 60 years old 69 52.7% 
More than 60 years old 3 2.3% 
 
Table 3 shows the gender of the respondents. 76.3% of the respondents are men and 33.7% of 
the respondents are women. 
 
Table 3  
Gender of the respondents (Personal source, 2016). 
Gender  Respondents’ number Percentage 
Men  87 76.30% 
Women  44 33.70%) 
 
Table 4 shows the website access easiness according to the respondents. The first item in 
questionnaire related to website is the easiness of access. 86.3% find that the website is easy 
to access, and 13.7% of the respondents find that the website is not easy to access. 
Table 4 
Website access easiness (Personal source, 2016) 
Website access easiness Respondents’ number Percentage 
The website is not easy to access 113 86.30% 
The website is easy to access 18 13.70%) 
 
 
 
 
 
 
 
 
 
Figure 2: Research model (Source, Zongo, 2016) 
Customer satisfaction 
Ease of use 
Website design 
Reliability 
Responsiveness 
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Table 5 shows the website attractiveness according to the respondents. 77.9% find that the 
website is attractive, and 22.10% do not find the website attractive. 
 
Table 5 
Website attractiveness (Personal source, 2016). 
Website attractiveness Respondents’ number Percentage 
The website is attractive 102 77.90% 
The website is not attractive 29 22.10%) 
 
Table 6 shows the booking engine transaction’s quickness and easiness. 65.6% find that it is 
quick and easy to complete transactions on the booking engine. In the opposite, 34.4% find 
that it is not quick and easy to complete transactions on the booking engine.   
 
Table 6  
Booking engine transaction’s quickness and easiness (Personal source, 2016). 
Booking engine transaction’s quickness and easiness Respondents’ number Percentage 
The booking engine transaction is quick and easy 86 65.60% 
The booking engine transaction is not quick and easy 45 34.40%) 
 
Table 7 shows the website design clarity according to the respondents’ answers on the website 
design clarity. For 81.70% of the respondents, the website design is clear while for 18.30% 
the website design is not clear.  
 
Table 7 
Website design clarity (Personal source, 2016) 
Website design clarity Percentage 
The website design is clear 81.70% 
The website design is not clear 18.30%) 
 
Table 8 shows the website reliability. Regarding Security and privacy of the website, 77.1% 
think that security and privacy are guaranteed. 22.9% think that security and privacy are not 
guaranteed.  
 
Table 8 
Website reliability (Personal source, 2016). 
Website reliability Percentage 
The website is reliable 77.10% 
The website is not reliable 22.90%) 
 
Table 9 shows the website responsiveness. Respondents are asked about the responsiveness, 
mainly if the E-mails responses sent are relevant and accurate to customers. 75.60% find that 
the E-mails are relevant and accurate, and 24.40% find that the E-mails are not relevant and 
accurate. 
Table 9 
Website responsiveness (Personal source, 2016). 
Website responsiveness Percentage 
E-mails responses are relevant and accurate 75.60% 
E-mails responses are not relevant and accurate 24.40%) 
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Table 10 shows customer satisfaction. The last item is related to customer overall satisfaction 
on the online ticketing. 84.7% of the respondents say that they are satisfied of the online 
ticketing, and 15.3% of the respondents say that they are not satisfied of the online ticketing.  
 
Table 10 
Customer satisfaction (Personal source, 2016). 
Customer satisfaction Percentage 
Satisfied 84.70% 
Non satisfied 15.30%) 
 
In addition, to that ‘customer satisfaction’ variable is crossed with other variables to see if the 
relationships are significant. 
 
Table 11 
Crossing of the different variables (Personal source, 2016) 
Variable crossing Results 
‘‘Customer satisfaction’’ and ‘‘Age’’ p-value= 0.81; khi2 =0.97; dof=3.  
The relationship is not significant. 
‘‘Customer satisfaction’’ and ‘‘Gender’’ p-value=0.04; khi2 = 6.27; dof=2.  
The relationship is very significant. 
‘‘Customer satisfaction’’ and ‘‘Website access easiness’’ p-value= 0.04; khi2 = 6.27; dof=2.  
The relationship is very significant. 
‘‘Customer satisfaction’’ and ‘‘Website attractiveness’’  p-value = <0.01; khi2 =19.63; dof= 1.  
The relationship is very significant. 
‘‘Customer satisfaction’’ and ‘‘Booking engine 
transaction’s quickness and easiness’’ 
p-value = <0.01; khi2 =28.85 ; dof= 1.  
The relationship is very significant. 
‘‘Customer satisfaction’’ and ‘‘Website design clarity’’ p-value = 0.14; khi2 =2.15; dof= 1.  
The relationship is slightly significant. 
‘‘Customer satisfaction’’ and ‘‘Website reliability’’ p-value= <0.01; khi2=36.29; dof= 1. 
The relationship is very significant. 
 
The crossing of customer satisfaction and age gives a p-value= 0.81; a chi-square =0.97; and a 
degree of freedom (dof) = 3. Therefore, there is not a relationship between customer 
satisfaction and age (see the above table 11).  In addition, the crossing of customer 
satisfaction and gender gives a p-value= 0.04; a chi-square= 6.27 and a degree of freedom 
(dof) = 2. Then, there is a strong relationship between customer satisfaction and gender (see 
table 11). For further, the crossing of customer satisfaction and website access easiness gives 
a p-value = <0.01; a chi-square =26.18 and a degree of freedom (dof) = 1. As a consequence, 
there is a very strong relationship between customer satisfaction and website access easiness 
(see the above table 11). Moreover, the crossing of customer satisfaction and website 
attractiveness gives a p-value = <0.01; a chi-square =19.63; and a degree of freedom (dof) = 
1. Therefore there is a very strong relationship between customer satisfaction and website 
attractiveness (see the above table 11). Furthermore, the crossing of customer satisfaction and 
booking engine transaction’s quickness and easiness gives p-value = <0.01; a chi-square khi2 
=28.85 and a degree of freedom (dof) = 1. Hence, there is a very strong relationship between 
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customer satisfaction and booking engine transaction’s quickness and easiness (see table 
11).The crossing of customer satisfaction and website design clarity gives a p-value = 0.14; a 
chi-square =2.15; and a degree of freedom (dof) = 1. Consequently, there is a relationship 
between customer satisfaction and website access easiness though this relationship is slightly 
significant (see table 6). The crossing of customer satisfaction and website reliability gives p-
value = <0.01; a chi-square = 36.29 and a degree of freedom (dof) = 1. Thus, there is a very 
strong relationship between customer satisfaction and website reliability (see table 11). The 
crossing of customer satisfaction and responsiveness gives a p-value= <0.01; a chi-square= 
39.49 and a degree of freedom (dof) = 1. Then, there is a very strong relationship between 
customer satisfaction and responsiveness (see the above table 11). Still, to check if the 
relationship between customer satisfaction and the other variables is strong, the different 
variables are crossed together what gives this graph of relationship between the variables. The 
results show that the relationship is very strong between customer satisfaction and the other 
variables. 
 
 
 
Figure 3: Graph of relationships between variables (Source, data analysis, 2016) 
 
NB: TS is derived from the French Très Significatif what means Very Significative in English. 
 
DISCUSSION OF THE RESULTS 
There are four dimensions addressed in this research: website Ease of use, website design, 
website reliability and website responsiveness. The main purpose of this research is to find 
out the relationship between each of these dimensions and customer satisfaction. Customer 
often has the opinion of the quality of products or services on the basis of a variety of 
informational cues that they associate with the products or services (Schiffman, 2000). The 
analytical results show that the dimensions of website ease of use, design, reliability, 
responsiveness affect the overall service quality and customer satisfaction. Then, the research 
hypotheses are supported. The online service quality measure developed in this research is 
designed to provide an effective tool to assess online ticketing service quality. To enhance 
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customer satisfaction when using online ticketing, the website must be easier to use, better 
designed, more reliable and more responsive. The three dimensions that affect online ticketing 
customer satisfaction very significantly are ‘Ease of use’, ‘Reliability’ and ‘Responsiveness’. 
‘Website design’ affects customer satisfaction in regard of online ticketing less significantly. 
It is important for airline companies to simplify their websites information and configuration. 
Thus, the results of this research are in line with Ribbink et al. (2004) research. In the context 
of web-based market, the ‘Ease of use’ feature is essential to attract both experienced online 
customers and new online customers. As from the research results, reliability is also known to 
be an important factor that influences customer satisfaction. It is recommended that airline 
companies enhance the level of privacy and security since, this variable affects customer 
satisfaction significantly. Airline companies should integrate some clear defined security 
policies and privacy policies to insure their customers. The research results also show that 
responsiveness affects customer satisfaction very significantly. This is consistent with prior 
studies by Swaid and Wigand (2007) and by Lee and Lin (2005). Airlines are then 
recommended to provide an accurate and a prompt response to customers’ needs. Thus, 
reactivity to respond to customer needs should be quick (Nasse, 2019). 
A well-designed navigation structure can facilitate customers’ perceptions of online service 
quality. The website design dimension shows that there is a need to develop user responsive 
websites which will ease customer navigation. 
 
Table 12 
Summary of results in relation to the research hypotheses (Source, data analysis, 2016). 
 Research hypotheses Findings 
H1  Ease of use positively influences customer satisfaction Supported 
H2  Website design positively influences customer satisfaction Supported 
H3  Reliability positively influences customer satisfaction Supported 
H4  Responsiveness positively influences customer satisfaction Supported 
 
H1 =Ease of use positively influences customer satisfaction. 
This variable is related to the extent that the customer perceives a website easy to use making 
him/her comfortable when purchasing tickets online. Customers are questioned to state if the 
website is easy to access or not. The majority find that the site is easy to access. The results of 
the research show a positive relationship between website ‘Ease of use’ and ‘Customer 
satisfaction’. The p-value and the chi-square analysis show a strong positive relationship 
between ease of use and customer satisfaction. Then, website ease of use highly contributes to 
customer satisfaction at the same extent as reliability and responsiveness.  
 
H2 = Website design positively influences customer satisfaction. 
Madu and Madu (2002) underline that a well design website that is easy to use is the starting 
point to enhance users’ confidence. For this research, respondents are questioned to state 
whether the website design is clear or not. The majority of respondents find the design clear. 
Further, the relationship analysis shows a weak positive relationship between ‘Website sign’ 
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and ‘Customer satisfaction’.  Thus, website design in this research is the less significant 
influencing variable on customer satisfaction.  
 
H3 = Reliability positively influences customer satisfaction.  
Grönroos (1983) finds that reliability is connected to the consistency of performance and 
dependability. Then, it is fundamental for a company to deliver the promised service. For 
reliability dimension, customers are asked to state if ever security and privacy are guaranteed 
on the website. The results of the research are in right line with Grönroos (1983) conclusion. 
‘Reliability’ has a strong positive relationship with ‘Customer satisfaction’. Besides, in this 
research, it contributes to the same extent as ease of use and responsiveness to customer 
satisfaction. 
 
H4 = Responsiveness positively influences customer satisfaction.  
Grönroos (1983) also finds that responsiveness affects customer satisfaction. This factor 
shows the extent that the employees are prepared to provide service. This is related to giving 
prompt and adequate response to the customer needs. In the research, customers are 
questioned to know whether the E-mail responses sent, consecutively to online ticketing 
transaction are accurate and relevant. The majority of respondents answered positively and the 
analysis shows a strong positive relationship between ‘responsiveness’ and ‘customer 
satisfaction’.  
For further, in this research, the results show that responsiveness, ease of use and reliability 
contribute to an equal extent to customer satisfaction when using online ticketing system. 
 
CONCLUSION AND IMPLICATIONS 
With the competition in the airline sector, today customer’s satisfaction is a determinant key 
element to airline success. Then, airline companies must develop various policies to provide 
guaranteed qualitative services to customers. The purpose of this research is to investigate 
airline online ticketing customer’s satisfaction in the context of Burkina Faso. The four 
dimensions of online ticketing studied in this research are found to be significant and they 
positively influence customer’s satisfaction. This research findings show that customers are 
satisfied to the overall online service. Customers are satisfied about the website ease of use, 
the website design, the website reliability and the website responsiveness. Customer 
satisfaction leads to customer’s retention while dissatisfaction leads to customer disloyalty 
(Ranaweera & Prabhu, 2003; Nasse, 2016; Nasse & Sawadogo, 2019; Nasse, 2019). Customer 
satisfaction also contributes to profitability (Anderson, Fornell, & Lehmann, 1994; Nasse, 
2019). For a future research, it will be a question of investigating the same subject in some 
biggest companies to see if the results will be the same. E-commerce has rapidly grown in the 
business world, forcing airline companies to compete in online business world. Thus, the 
knowledge of factors that influence the customer satisfaction when using online ticketing 
service may allow companies to take an advantage in providing a qualitative e-service. The 
findings show that the most influencing factors in this research are accessibility, reliability 
and responsiveness. The findings also suggest that there is a necessity to enhance several e-
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service quality dimensions to ensure high level of customer satisfaction. In a smaller extent, 
website design has an influence on customer’s satisfaction. Marketing managers should 
periodically survey customers to assess the level of satisfaction.  
Limitations and future research: Several limitations in this research are related to the 
sample of research and the research design.  A sample of 200 people purchasing and using air 
tickets is used with 131 respondents who responded correctly to the questions. This sample 
might not be representative of the total yearly population that is using the service. Future 
research should widen the sample in order to make it more representative and find out if price 
is a factor that will lead to online customer’s satisfaction. It should also examine the 
mediating effects of affective features (trust and empathy) on purchase intention.  
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